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Abstract 
Innovation can be a driver for value creation, variously understood. The emergence of Corporate Social Responsibility 
highlighted many potential benefits descending from innovation in industries traditionally considered “low-tech”, where the 
spheres of value concerning the environment and society are of particular importance in the eyes of a consumer who behaves like 
a “responsible citizen”. This paper examines a case of “responsible innovation” in an wine cooperative, from which internal and 
external effects originate, able to increase the multiple dimensions of value, involving both the project leader and the territory. 
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1. Introduction 
Recent years have been characterized by an increase of the sensitivity of citizens towards issues such as health, 
climate change and the environment, the degradation of the territories and the landscape, the loss of biodiversity, the 
consumption of natural resources, and the recovery of cultures and traditions of rural areas. These new sensibilities 
of the citizens have determined the conditions for the emergence, among other things, of new models of behavior for 
buying and food consumption, stimulating the search for new ways of creating value and sustainable development. 
The citizen-consumer appreciates lifestyles based on waste reduction, environmental sustainability, and chooses 
products characterized by greater emphasis on ethics and values, which provide information on the origin of the raw  
material and the distance of the places of production. Despite the international economic crisis and its effects on the 
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agri-food sector, the consumer does not seem to give up these patterns of behavior and lifestyles. 
Thus, in recent years a new model of behavior for buying and consumption, defined as “critical and responsible”, 
has emerged. Within this model, the citizen-consumer attributes to his economic choices a different value than that 
of the old model, in which he acted as client-consumer. For the citizen-consumer, the concept of quality of goods  
and services has new meaning, and includes the social cost associated with the production, distribution and 
consumption of the good, the ethical quality, and the orientation to the social responsibility of the producer. 
To create an institutional environment that allows agriculture and rural areas to meet the needs arising from the 
change of the scenery and to assume its redefined social role, the EU has radically reformed Common Agricultural 
Policy (CAP), redesigning its objectives and tools, thus defining an “Agricultural Model” centered on 
multifunctionality and on corporate social responsibility. In this model, the economic and social future of  
agricultural enterprises is strategically anchored to their ability to jointly produce quality food, for the market, and 
“public goods”, for the citizens, i.e. their ability to be multifunctional and socially responsible. In short, the new 
Agricultural Model conceives the firm as an economic-social subject that operates considering not only the market, 
but also a complex set of intangible values. These values cannot be exchanged commercially and the citizens- 
consumers consider them more and more important for socially responsible development (considering many  
ascpects such as the preservation of health and well-being of citizens, natural resources, and the environment and 
territory, biodiversity, the monitoring and protection of landscape, the fight against climate change, the enhancement 
of traditions and rural cultures, etc.). In other words, the multifunctional and socially responsible agricultural model 
not only responds to the dynamics of the market but also tends to satisfy a variety of new instances. 
Given this model for competitive development of agriculture and rural areas, promoted by society and the EU,  
the paths of modernization and resilient adaptation of companies must change. They must include, among other 
things, a productive, commercial and organizational strategy through which the production of “public goods” can 
turn into a business opportunity, developing the ability to internalize intangible values in the market exchange. This 
means to redefine the paths of creation of value followed by the company, the mechanisms of governance of supply 
chains, the forms of commercialization based on direct relations with citizens, the methods of interaction with the 
institutions. Moreover, this also means to define innovation strategies directed towards the development of new 
products and processes framed in this new set of values and meanings. 
The lever of innovation is probably the most powerful tool that the agricultural enterprise can use to meet the new 
demands arising from the model inspired to social responsibility. In fact, the firm has the opportunity to develop 
innovations whose aim is not only to increase its sales, but also to create various dimensions of value, within 
economic, social, and environmental spheres. The particular relevance of these dimensions of value in the agri-food 
industries made firms aware of the opportunity to use innovation to this end, thus responding to the needs of the 
citizen-consumer. 
Stating these premises, this paper is focused on an innovation project aimed at developing a product able to create 
various dimensions of value, investing the spheres of social responsibility. The paper is organized as follows: the 
second section is focused on innovation theory, with particular emphasis on its role in creating value; moreover, it 
considers the importance of innovation in low-tech industries and especially in the agri-food system; then, it focuses 
on the characteristics of innovation in wine sector; section three is dedicated to the case-study, and it examines the 
innovation project, considering the role of the various subjects involved and the dimensions of value that it aims to 
create; finally, section four briefly outlines the conclusions. 
2. Innovation and Value Creation 
Innovation has emerged as a central element in the contemporary economy. Since the early decades of the last 
century, especially starting from the contribution of Schumpeter (1934, 1942), who first identified innovation as the 
main factor from which economic development depends, scholars intercepted its importance. Thus, innovation has 
become a key object of investigation, both in economics and management. Over the years, scholars investigated 
several aspects that revolve around the economics and management of innovation, and their increasing attention has 
been accompanied by the growing acknowledgment of the importance of innovation by stakeholders. This depends 
also on the fact that, especially in the last decades, in increasingly turbulent and uncertain environments, competitive  
dynamics are increasingly based on the ability to continuously develop and introduce innovations, leveraging 
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resources and key competences, and avoiding incurring in core rigidities (Leonard-Barton, 1992). 
Innovation can take many forms, which “require different kinds of underlying knowledge and have different 
impacts on the industry’s competitors and customers” (Schilling, 2004, p. 37). The various forms of innovation are 
identified with reference to numerous factors, among others, to be incorporated in a product or process, the degree  
of novelty, the effect on the knowledge base of the enterprise, the effect on the architecture in which they fit. 
Innovation can be considered as a driver for the creation of value (Drucker, 1985; Teece, 1986; Jacobides, 
Knudsen & Augier, 2006), variously understood. The creation of value in this context is regarded as the aim of the 
introduction of an innovation. The value is not just what is intentionally created for the recipients of the new product 
/ process, from which originate cost advantages and / or differentiation. In fact, the effects of innovation and of 
the development process, can involve also other subjects, which are often not considered, or  can not be considered, 
when the project is defined. 
These effects are largely attributable to externalities that many innovations tend to generate. Scholars emphasize 
how imitators, suppliers, “and other providers of complementary products and services” (Teece, 1986; Teece & 
Pisano, 2007, p. 278) can benefit from the effects related to the introduction and establishment of innovations. They 
also notice that this causes, for the company from which innovation arise, problems related to the appropriability of 
the value generated by the innovation, conceived in terms of profit. Subsequently, the concept of value generated by 
innovations has increasingly expanded, going over what is related to the mere “profitability”. With the emergence of 
the Knowledge-Based View and the Experience Economy, the concept of value has embraced also immaterial 
contents, namely knowledge and meanings. Then, thanks to the emergence of the Corporate Social Responsibility, 
also issues related to the environment, landscape, and society have been considered. These are implications of which 
the company must take into account when defining an innovation strategy, in order to avoid negative impacts on the 
environmental and social spheres. Overall, it is possible to argue that this evolution has significantly expanded the 
range of the size of the value that innovation can generate as well as that of the subjects who are involved from this 
value. 
2.1. A new role for innovation 
According to Malerba (2005, p. 380), “innovation greatly differs across sectors in terms of characteristics, 
sources, actors involved, the boundaries of the process, and the organization of innovative activities”. Scholars have 
attributed these differences to multiple factors (Malerba, 2005, pp. 382-384), including the market structure and 
industrial dynamics (Schumpeter, 1928, 1939), technological regimes (Nelson & Winter, 1982), and mechanisms of 
appropriability (Pavitt, 1984). In general, following Malerba (2005, p. 387), it is possible to outline the sectoral 
differences by considering three specific dimensions: knowledge and technological domain; actors and networks; 
institutions. 
Undoubtedly, in the past decades the importance of innovation was emphasized especially with reference to high- 
tech industries, which are highly dynamic, identified by the OECD in an aggregative perspective, with reference to 
their average share of research and development (R&D) expenditures. However, beyond the specific sectoral pattern 
that follows the innovation, it is now clear its importance even for industries traditionally considered “low-tech”  
(e.g. Tunzelmann & Acha, 2005; Kirner, Kinkel, & Jaeger, 2009). These industries entered the innovation debate 
certainly because, as Karagouni and Kalesi (2013, p. 95) notice, low-tech industries “have been considered as non 
basic innovators, due to their “stable” mature environment where changes were slow and cost-leadership important”, 
but, “since the beginning of the new millennium there are no stable and stagnant business environments any more.  
In order to survive and prosper, low-tech companies have intensified their efforts towards both incremental and 
radical innovation”. Another factor that has given a significant boost to the development of a series of studies on 
innovation in low-tech sectors has been the growing attention to the effects of innovation, which has embraced  
issues particularly relevant in some of these contexts (such as, for example, the environmental and social issues), 
with the stimulus of the emergence of Corporate Social Responsibility. Thus, many aspects related to the 
management of innovation in these sectoral areas have begun objects of investigation by scholars. 
The aspects related to Corporate Social Responsibility have been emphasized especially with particular  
industries,  among  which  agribusiness  has  a  special  relevance.  In  fact,  with  particular  reference  to   agri-food 
industries, scholars emphasize the role of innovation in generating externalities that can have a great impact on 
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environment and society. Moreover, the consumer, ever more “critical and responsible citizen” (Marotta & Nazzaro, 
2012), is very sensitive with respect to social responsibility issues related to food production, and increasingly tends 
to buy products that have positive implications on social well-being and whose production do not compromise the 
environment. Thus, the introduction of “socially responsible” products and processes can trigger a virtuous cycle 
with a positive impact on various dimensions of value, concerning the environment, society, and impacting on the 
growth of the firm. This is probably the main reason of the growing attention for innovation in agri-food industries. 
2.2. The characteristics of innovation in the wine sector 
Among the agri-food industries, the wine enterprise “has suffered from an ‘old industry’ reputation” (Aylward, 
2005, p. 2). However, in this sectorial context, innovation became increasingly important, especially in the last 
twenty years. In fact, as Giuliani (2008, p. 13) observes, “this industry has undergone a significant advances in 
production processes, involving worldwide improvement in the practices of wine production. This has changed the 
way in which wine producers operate, such that the wine industry is no longer a traditional industry where tacit 
knowledge predominates. (…) As a result of this, the industry has undergone a period of dynamic change in 
production methods and technologies”. It should be noted that many changes have been introduced thanks to the 
growing attention to social and environmental issues (this happened, for example, with reference to the use of 
chemicals). 
Considering the characteristics of innovation in the wine sector, following Smith (2007, in Doloreux & Lord- 
Tarte, 2013, p. 176) it should be noted that “is complex and sophisticated. It rests on scientific knowledge for 
technological development for fermentation, winemaking, botanical and soil management, as well as on business 
and managerial knowledge for wine sales and commercialisation”. Scholars emphasize the necessity to gain 
customer knowledge, which is of particularly importance to develop products that meet market needs (Doloreux & 
Lord-Tarte, 2013). 
Literature on innovation in this sectoral context is still in its infancy, but it is growing especially in the last years. 
Many studies have been often focused on one or few components and not on the whole process nor on the 
organizational models for innovation (Rebelo & Muhr, 2012). More recently, scholars have focused on the 
“collective” nature of innovation, emphasizing that the process takes place within vertical and/or horizontal 
networks, which “are more frequent in the upper part of the chain, linking grape growers and wine makers, i.e. 
production networks, but are also found in stages of distribution and supply of services (Caffagi & Iamicieli, 2010)” 
(Rebelo & Muhr, 2012, p. 112). Within networks, which can be contractural, organizational (e.g. cooperatives) and 
mixed (Rebelo & Muhr, 2012), members exchange knowledge and other resources that are necessary during the 
innovation process. Scholars particularly emphasize the interactive production and the exchange of knowledge 
among producers, research organizations, and universities (Velluzzi, 2010, Giuliani & Bell, 2005, in Doloreux & 
Lord-Tarte, 2013, p. 176). 
In sum, two seem to be the main aspects characterizing innovation in wine industry: 
• To be often the result of cooperation among different subjects from different firms/institutions; 
• To contemplate the effects on various dimensions of value, internal and external with respect to the 
“promoters” of the innovation project. 
The following sections are focused on an innovation project that seems to be characterized by both aspects,  
which will be examined in detail. 
3. A Case Study: An Innovative and Socially Responsible Wine Cooperative 
 “La Guardiense”, established in 1960, is one of the largest Italian cooperatives operating in the wine industry. It 
consists of 1,000 members, includes about 1,500 hectares of vineyards in Guardia Sanframondi, within Sannio area, 
and every year produces on average 220,000 tons of grapes. As emphasized by the management, two seem the most 
characterizing strategic guidelines of “La Guardiense” activity. First, a continuous tension towards innovation, with 
reference to both new products and processes, has guided the activity of the cooperative from the very beginning. 
This  has  enabled  the cooperative  to adapt to the changing  contextual conditions,  with  particular  reference to the 
market and the society in general, “becoming a symbol of technological progress” (source: www.laguardiense.it) for 
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the whole territorial area and combining experience, tradition and modernity. Second, “La Guardiense” considers 
extremely important to preserve environmental sustainability, and this guides all its choices concerning the  
definition of innovation projects as well as the production process. Much experimentation promoted by “La 
Guardiense” can be understood in the light of sustainability. For example, the “The Thousand for the Aglianico”  
was aimed at reducing production of grapes per vine, realized through bunch thinning, and detecting the reaction of 
the plant and its fruit in a deep and differentiated defoliation, in order to expose the grapes to the direct action of 
sunrays; all this impacted not only on the quality of wine, but allowed to preserve the territory and to promote a 
regulatory plan for vineyards. Moreover, the project “Wine Research Team” was designed to produce high quality 
wines without added sulfur, durable over time, thus reducing the use of chemical substances. Finally, can be 
mentioned many sustainable technological choices aimed at reducing the use of chemical products (e.g. innovative 
methods for processing grapes), improving the quality and traceability of the production (e.g. the introduction of 
multi-parametric stations with a great capacity to select high-quality products, thermo conditioned tanks, industrial 
water purification plants), using renewable energy (e.g. a consistent investment to build an innovative photovoltaic 
system). 
3.1. A responsible innovation 
“La Guardiense” is the main promoter of a project named “VITIS”, whose aim is to introduce an innovative 
product on the market. The product consists of a high quality sparkling wine from Falanghina and Aglianico grapes, 
characterized by a strong typicality, which makes it “expression” of the Sannio area. The project contemplates many 
activities aimed to the development of the product, performed by various subjects who are involved with different 
roles and tasks. 
The innovation on which the project VITIS is centered is thought to be the origin of a series of effects, of  
different kinds, internal and external with respect to the project leader. Regarding the internal effects, it is expected 
that in the future, downstream of the introduction of the new product on the market, there will be an increase in  
sales, the extent of which is being evaluated by the researchers, responsible for the economic and financial areas, 
involved in the project. Furthermore, it is believed that there may be an improvement of the production process, 
especially for what concerns the phase that takes place “on the field”, thanks to the results of the studies conducted 
by the research units including geneticists and enologists. Moreover, these studies will offer the best conditions, 
timing and other modalities for achieving a high quality product, thereby also helping to reduce the  cost  of 
managing the vineyard. This will reduce the use of chemicals, improving the production techniques. 
The last aspect highlighted allows us to shift the focus on the “external” effects. It highlights the intention, by the 
project leader, consistent with its own history, to give birth to an innovation that is “socially responsible” by 
reducing the negative externalities associated with the use of chemicals. In addition, many other elements allow us  
to frame the innovation proposed in that light. The proposal of a product characterized by a strong “typicality” 
(starting from the raw materials used, including local grape and yeasts from the area), meets the objective of 
spreading knowledge of the territorial area, in an effort to promote “wine tourism” in the area, increasing tourist 
flows, currently about 9,000 entries per year, for which the company is already heavily committed. This should lead 
to positive effects in two directions: increased environmental protection and economic growth, also in terms of 
employment. First, the organization of “pathways” for wine tourism and the increase in tourist flows would require 
greater environmental protection, which in turn requires a strong synergy with the Stakeholders and Policy-Makers 
in particular. Second, the need to gear up for giving hospitality to tourists, as well as the organization of various 
activities and wine tasting tours, may impact positively on employment in the territorial area. Finally, a further 
potential external impact, which can have positive effects on economic growth in the area, descends from the will to 
give maximum circulation to the results of the project. This is an attempt to induce other industry players of the area 
to achieve the same product with the same methods, so as to tie it inextricably to the territory. This highlights the 
willingness, by the project leader, to create an innovation of which will benefit primarily the area in question, and 
only consequently, itself. 
All this stems from the awareness of the fact that the value generated by an innovation is not exclusively due to 
the  economic return. The management,  in fact,  in conceiving the innovation  project, has  taken  into account    the 
dimensions of the value that fall into the spheres related to the environment and society in general, that innovation 
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can help generate. These are contents that should trigger a virtuous circle, helping to increase the value of the 
product for the consumer who, increasingly sensitive to these issues, should welcome more favorably the new 
product, impacting positively on sales. 
Ultimately, the innovation project, conceived in a socially responsible view, can contribute not only to the growth 
of “La Guardiense”, but also to the growth of the territory as well as to its environmental protection; and these 
aspects are not isolated, but generate a virtuous circle, because they are self-reinforcing. 
4. Conclusion 
Innovation is a driver for the creation of value. This has been extensively emphasized in literature (Drucker, 
1985; Teece, 1986; Jacobides, Knudsen & Augier, 2006). Over time, scholars highlighted various dimensions of 
value (e.g. Marotta & Nazzaro, 2012), on which innovation can impact. Some of these dimensions descends from  
the emergence of Corporate Social Responsibility and are particularly relevant in specific sectorial contexts, such as 
agri-food industries, where the consumer is more and more critical and responsible. On the basis of these premises, 
this paper has examined an innovation project, involving many subjects, aimed at developing a product  
characterized by a strong typicality, able to impact on various dimensions of value. In particular, it highlights the 
internal and external effects that can descend from the product, concerning not only economic benefits for the 
promoter, but also various benefits for the territory and the society. In sum, the paper emphasizes that from a 
“socially responsible” innovation many dimensions of value can be generated, that can be  self-reinforcing,  
becoming a stimulus for the growth of the company and the preservation and the development of the territory. 
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